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In this paper, research on the interaction of the website of Multi-National 
Corporation localization—to Multi-National Corporation in China website as an 
example, to explore the characteristics of Multi-National Corporation in interactive 
China. As the Multi-National Corporation localization business headquarters, the 
official website brings together comprehensive information, not only to provide a 
form of advertising, but also interactive advertising, so will be affected by some 
factors that influence the effect of advertisement. In this paper, through the review of 
relevant literature research, put forward the site types and the types of products will 
affect the interaction hypothesis, through content analysis of Multi-National 
Corporation China website interactive coding, get feature interactive website function, 
according to data validation showed three types of products website significant, for 
further user depth interviews, to obtain the interaction experience of the 
user,combining the functional interaction with the interactive experience, the 
conclusions of the study are as follows: 
①The Multi-National Corporation Chinese official website shows interactive 
features：  consumer-information interaction.> consumer-marketing interaction > 
consumer –consumer interaction, with the results of previous studies on the 
interactive website features consistent in western countries; ②The three categories of 
products and consumer-consumer interaction site were significantly correlated,to 
vertify the data obtained from content analysis, Automobile and its supporting, Energy 
and the environment, Manufacturing these three website show the 
consumer-consumer interaction mean <0.05, that there is a big difference between the 
three types of products consumer-consumer interaction websites. 
By analyzing the content of sites functional interaction features get the first two 
conclusions,according to the three categories of products website consumer-consumer  
experience interaction,through user depth interview to get the features of the site 
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③ More interactive function, does not mean the higher user experience 
interaction, with users observation and use of the site, they found that  Automobile 
and its supporting websites use the most consumer-consumer interaction function, 
while the other two sites using only the "share" function, but they do not think the 
interactive function of the more the better, but should be combined to set its properties 
of products. ④The same consumer-consumer interactive function does not bring the 
same degree user experience interaction,some experience higher levels of interaction 
for product users, while ordinary users are experiencing low levels of interaction; 
⑤The motivation of user will affect the consume-consumer interactive experience, 
such as with / without purchasing motivation for users of the web site will get 
different experience; ⑥The different website platform will affect the 
consumer-consumer interactive experience, users use the official website of the 
consumer-consumer interaction and use the SNS website this kind of interaction will 
have a different experience of interaction. 
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第一章  绪论 
1.1 研究背景 
1.1.1 互联网时代下的互动研究 
中国互联网络信息中心（CNNIC）于 2015 年 2 月发布了《第 35 次中国互联
网络发展状况统计报告》，数据显示，截止 2014 年 12 月，我国互联网网民规模












为学者们重点关注的议题，比如网站互动功能对网站的作用（Ghose and Dou， 
1998）,互动性高低与用户对网站的态度（Coyle and Thorson，2001）,高/低互
动性网站对用户认知需求调节作用（Sicilia & Ruiz & Munuera，2005）等等。
除了网站互动外，互动广告还包括各种形式的网络,无线和互动电视广告,包括横
幅广告、电子邮件、关键字搜索、通路广告等，互动广告的研究多围绕不同媒介
平台来探讨广告效果，比如 3D 广告对品牌态度和购买意愿的影响（Li& 
Daugherty& Biocca，2002）,产品卷入度对消费者与互动电视互动过程的影响
（Levy and Nebenzahl,2008）。除了媒介因素外，其他因素也会影响互动性，比





























































根据中国国家统计局 2015 年 1 月份发布的 2014 年经济数据，2014 年我国
国内生产总值(GDP)为 636463 亿元， GDP 总量稳居世界第二。商务部于 2015 年








































量研究成果表明文化会导致广告内容和表现方式不同（Belk and Pollay, 1985; 























广告效果，除了媒介因素外，其他因素也会影响互动性，比如 Dou and 
Krishamurthy(2007)在对产品型网站&服务型网站的比较中，发现两类网站的互
动性特征有所不同，他们提出未来需进一步研究网站类型及产品类型如何影响互































(Song and Zinkhan 2008)，主要是把互动性分解为网站互动功能，来进行内容
分析；然而，涉及到用户体验及评价的互动性，则被称为“体验/感知互动” (Liu 
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